Professional Development
evaluate and examine a website according to the standard communication audit process and then will take a second step to test the basic usability of the website. Basic website usability is assessed by the PIE Center staff. This process involves evaluating the accessibility of the website, the inclusion of worthwhile content, sensible arrangement, and a clean page design (Lannon & Gurak, 2011) . When assessing the usability of the website, the skimming pattern of websites, amount of scrolling, and interactive options are considered. Most commonly, interactive elements will include links to click on and materials to download. Regardless of the type of interaction, ensuring these components work properly is essential. To assess the worthwhile content of the website, an auditor must assess what information the target audience wants and needs and if this information is present on the Web page (Lannon & Gurak, 2011) .
Another important component of website usability is ensuring a search tool is easy to locate and functioning appropriately. A large majority of website usability has to do with sensible arrangement. Sensible arrangement includes easy-to-use website navigation. This includes clearly and consistently labeled navigation features as well as the ability to get to a desired page in as few clicks as possible. Lastly, the page design is evaluated. Page design can impact the usability of a website if it is too crowded, distracting, or imbalanced (Lannon & Gurak, 2011) . By testing the basic usability of an organization's website, the PIE Center has been able to add value to the communication audit process; however, it is important to note that this is basic usability testing that could be enhanced by designing and administering a test of the website with the organization's target audience (Nielsen, 1993) . The PIE Center currently does not carry out complete and expansive usability testing as part of a communication audit, but it does recommend complete usability testing to organizations as further steps to enhance their communication process.
The last component of the communication audit process the PIE Center has incorporated over time is the analysis of the organization's social media outlets. If social media links are provided by the organization, the PIE Center evaluates those pages and searches for other pages with the same name. If social media links are not provided by the organization, the PIE Center will search for the organization on common social media sites such as Facebook and Twitter. This practice has been adopted because past audits have shown multiple pages for an audited organization on one social media site as well as pages made with an organization's name without any organization affiliation or connection. This step allows the PIE Center to ensure communications are remaining consistent and effective in the social media world and ensures organizations are not being represented without their knowledge.
The final step of the communication audit process involves compiling a report of findings and recommendations for the audited organization. In this report, inconsistencies, design problems, problematic language, and other findings are identified clearly in a language understandable to the organization. The PIE Center has found it helpful to report findings for each document individually in the communication audit as well as the website and social media. In addition to these specific findings, it is common for the PIE Center to have a few general and overarching findings. When making recommendations, the PIE Center makes recommendations specific to each document and develops overarching recommendations. It is common for the PIE Center to provide benchmarks and examples as part of the recommendations to add understanding to the report (Downs & Adrian, 2004) . For example, when improving logo consistency is a recommendation, the PIE Center uses Susan G. Komen for the Cure as an example and a benchmark. In the past, Susan G. Komen for the Cure had many different logos representing different branches of the same organization (see Figure  1. ) However, after a re-branding effort it developed a consistent-looking logo (see Figure 2 ) that still provides flexibility according to the specific branch (Susan G. Komen for the Cure, 2006). The Susan G. Komen for the Cure logo examples help organizations understand the need for logo consistency and helps them brainstorm ways they can make their logo consistent. In addition, a common recommendation has been for the organization to create an identity guide. The purpose of an identity guide is "to establish a consistent application of the brand identity across all marketing efforts" (Hearden, 2010, para. 3) . Common components of an identity guide include the mission statement, key messages, taglines, logo, color palette, typography, paper stock, imagery, and examples of what to do and not do (Hearden, 2010) . The PIE Center has provided to client organizations both the PIE Center's and the University of Florida's identity guides as examples. Clarity of results and examples provide audited organizations with a complete guide to help them improve their future communications.
Additional Communication Audit Tips
In addition to the steps mentioned above, these additional tips will help enhance communication audits:
• Consider in-depth interviews, focus groups, or surveys with an organization's management and employees to gain their perspectives on communication within the organization. This will ensure any internal communication problems are resolved before implementing new communication processes based on the audit findings (Holland & Gill, 2006 ). • Encourage commitment from the audited organization to use the results to improve its communication efforts (Holland & Gill, 2006 ). • Encourage the organization to share the communication audit results with employees and, in some cases, membership to not only gain buy-in from the constituents but also to make them aware their feedback is valued (Holland & Gill, 2006 ). • Recommend a communication audit every two to three years. This will allow any changes from the previous audit time to be implemented but also ensure communication efforts are still relevant (Holland & Gill, 2006 ). • Recommend the creation of an identity guide, if one is not already in place, to ensure past communication materials are revised to be consistent and future communication materials will be created in the same way, leading to a consistent and recognizable brand (Root Cause, 2011).
• Encourage further usability testing on the organization's website with an external group of individuals from the organization's target audience. The individuals should not be previously 
